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Facebook Community Management Project

Goals, Objectives, Strategies, Tactics, Measurements & Results

GOAL # |: Increase visibility of UWSMC students in the Seattle social media community

Objectives Strategy Tactics

) 100% Increase in Likes Establish page as a source «/Post as UWSMC to other

for important news about FB Facebook social pages

) 50% Increase in
< including analytic and metric /Include shareable content

People Talking About This such as trivia and surveys

Provide info on other social ; .
_Share content that is relevant

platforms as they relate to FB . .\ ot engaged FB users
/Content that speaks to

2 Post d
Facebook’s strength as the /4 Posts per day

leading SM platform




Facebook Community Management Project

Goals, Objectives, Strategies, Tactics, Measurements & Results

GOAL # 2 Position UWSMC students as thought-leaders in field of social media

Objectives Strategy

50% Increase in _Post content that includes
People Talking About This perspective and/or opinions
\)50% Increase in Shares . Post content that addresses
_Likes by notables breaking issues and trends

in the SM community _ Content that highlights

students in class

Tactics

JInclude clips from each
weekly Minute Papers

 Like / Follow other
influential social media pages

«/Highly current content

. Content culled from other
leaders in SM community
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60 TSI

UW Social Media Class Album: Timeline Photos.

Hello Sunt Shared with: @ Public
Like - Comment - Share - Edit - February 15

€2 Ali Fatemi, Bhupendra Kaur, Gahyun Lee and 15 others like this. ® Tag This Photo

Pretty picture &
connects with audience

*| |3 People Reached
26 Engaged Users
*|8 Likes

20 People Talking
*17.7% Virality

THEY WORKED! g5

AMONG STUDENTS, THE SITE'S ORIGIN

Even more users are forgomg Facebook

0f Facebook users ages 18-29:

42% say that the time they spend on
Facebook has decreased over the last year

w UW Social Media Class
Are the kids jumping off the Facebook ship? http://bit.ly/Y4BCs|

Like - Comment - Share - Edit - March 1

Relevant Info &
Visual Presentation

*212 People Reached
20 Engaged Users
*4 People Talking
*|.89% Virality

AND 38% EXPECT TO
SPEND EVEN LESS TIME
ON IT THIS YEAR

Album: Timeline Photos
Shared with: @ Public
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Shared by Targeted Thought-Leaders

w UW Social Media Class shared Jenni Hogan's status.
- January 31 &

This came up in last quarter's tweet chat... love the
different methods of supervision.

Most Clicks - 18

Curious.... how do you monitor your kids social media

activity???
UW Social Media Class shared a link.
wilimese March 1 @
Like - Comment - Share 2
t] "It is now your duty to opt out of being discovered."
46 people saw this post ’ http://nyti.ms/15nFGdH
What Facebook's Graph Search Engine will
UW Social Media Cl hared a link ‘ ‘ e
ocia 1a Class shared a link. :
itimese March 4 @ I nyti.ms
. 2
Facebook users will be stunned to learn how

they can be found and how much everyone
can know about them.

The LinkedIn folks have a poll for us today! It's time for
spring cleaning at LinkedIn. Maximize your presence on
this vital job networking site.

) o Like - Comment - Share 1
What's on your Spring Cleaning list for
LinkedIn? .
W bit.ly 167 people saw this post
socsal | media
Like - Comment - Share 1

£ 3 people like this.

W Write a comment...

s | mae

225 people saw this post Cross-Collaboration



Facebook Community Management Project

..THEY DIDN’T! (B

UW Social Media Class - 46 like this

Wber (i February 12 at 6:07pm - @&

This is a terrific article on the art of writing well. It's from a blog that | follow, as a
writer, and | thought the information worth sharing for anyone interested in the art
of writing. Reading it reminded me how our art and skill does matter! Jeriann Fisher

| Write Like You Mean It
B writerunboxed.com

£ Late last year, my WU colleague Porter
Anderson wrote an excellent post about
the importance of trying to write well.
Much of his post was focused on writing
with extreme precision and specificity,...

Like - Comment - Share

& Solveig Whittle likes this.

W ’Wrile a comment...

..\
W™= Press Enter to post.

Too many words, no brand voice
& no reason to click through

*One Like (Thanks Solveig)
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Insights

Talking about this and Likes
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€T/9/¢
€T/v/€
€T/t/¢€
€1/82/1
€1/97/1
€1/vT/T
€1/72/t
€1/02/
€1/81/1
€1/9T/
ET/V1/T
€T/T1/¢
€1/01/¢
€1/8/t
€1/9/1
€T/v/T
€T/7/T
€T/T1E/T
€1/67/1
€T/LT/T
€1/ST/T
€1/€2/1
€T/17/1T
€1/61/1
€T/LT/T
€T/ST/T
€T/€T/T
€T/TT/1
€T/6/1T
€T/L/T
€T/S/T

Lifetime Total Likes

=—=Daily People Talking About This
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Insights

Engagement and reach
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€T/9/€
€T/v/€
€T/t/€
€1/82/¢
€1/97/T
€T/v2/T
€1/22/T
€1/02/¢
€1/81/T
€1/91/T
ET/V1/T
€T/T1/T
€1/0T/T
€T/8/1
€T/9/t
€T/¥/T
€T/2/t
€T/1E/T
€1/67/T
€T/LYT
€T/SY/T
€T/€Y/T
€T/T2/1T
€T/61/1T
€T/LT/T
€T/ST/T
ET/ET/T
€T/1T/T
€T/6/1
€T/L/T
€T/S/T

- Daily Total Reach

- Daily Page Engaged Users
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Insights

Organicand Viral reach

A

350

300

250

200

150

100
50
0

€T/L/€
£1/9/¢€
€1/5/¢€
139743
£1/¢/¢€
£1/t/¢€
€T/1/¢€
€1/82/T
€1/LT/T
£1/92/T
£1/52/T
€1/v2/T
€1/€7/T
3944444
£1/12/T
£1/02/T
€1/61/1
€1/81/¢
€T/L1/T
€T/9T/
€1/ST/T
€T/¥1/T
€T/€T/T
3944944
€T/TT/2
€1/0T/2
£1/6/T
£1/8/T
€T/L/T
€1/9/T
€T/5/T
£T/v/T
£T/€/T
€1/t/T
€T/1/
€T/TE/T
€T/0€/T
€1/627/1
€1/82/1
€T/LT/T
€1/97/1
€1/57/1T
€T/vT/T
€T/€7/T
€1/72/1
€T/17/1
€1/027/1
€1/6T/T
€1/8T/1
€T/LT/T
€T/9T/1
€T/ST/T
€T/YT/T
€T/€T/T
€T/TT/1
€T/1T/1
€1/0T/T
€1/6/1
£1/8/1
€T/L/T
€1/9/1
€T/5/1

* Daily Viral Reach

= Daily Organic Reach
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LESSONS LEARNED
(THE HARD WAY)

Be more aggressive
in our outreach efforts

Work better as a group

Cross-collaborating with other
UWSMC community teams

More creative posts
Establish stronger identity

Pay to promote posts ?)



